Small scale events are plentiful, but struggle to attract spectators more so than mega events. Highly identified fans of the sport on display are an obvious target market for small events in addition to individuals who are personally affiliated with athletes competing in the event. However, these potential spectators may be hard to impress given their expertise and event experience. The purpose of this study was to determine whether perceptions of value of a youth sport event were related to a spectator's sport identity, their personal affiliation with an athlete, and how their assessment of the event's uniqueness affects these relationships. Data were collected from spectators (n=714) at the 2013 International Children's Games using a questionnaire that contained measures of sport identity, perceived uniqueness of event elements, perceived value, and demographic information. A measurement model was assessed using confirmatory factor analysis, and tested using structural equation modeling. Results provided support for an indirect only mediated model, such that spectators who highly identified with being a sports fan perceived the event as being valuable when they also viewed the event as unique. Having a personal affiliation to an athlete was not related to perceptions of uniqueness or value. Thus, purposefully selecting and designing unique events and promoting the unique attributes of the event could increase an event's appeal to spectators who highly identify with the sport.
M any communities frequently host non-mega sport events, which hold the potential to create positive impacts for them (e.g., tourism, economic, entertainment, pride) . Stated simply, the distinction between non-mega and mega sporting events is one of size. Specifically, mega sporting events (e.g., Olympic Games) consist of significantly greater visitor attractiveness, mediated reach (i.e., media attention), costs, and transformative impact (i.e., infrastructure upgrades in the host location; Müller, 2015) . Conversely, research has identified that smaller scale events can lead to positive impacts such as economic benefits to the host community, in a way that mega events are not able to deliver (Higham, 1999) . These community events have been found to provide entertainment, which is often free for locals (e.g., Daniels & Norman, 2003) , potential for positive economic benefits if leveraged correctly (e.g., Agha & Taks, 2015; Daniels & Norman, 2003; O'Brien & Chalip, 2008) , an enhancement of destination image and intentions to return (e.g., Kaplanidou & Vogt, 2007) , provide opportunities for local tourism development (e.g., Gibson, Kaplanidou & Kang, 2012) , and create positive social impacts such as the development of closer social networks and connectedness in communities (e.g., Taks, 2013; Taks, Chalip & Green, 2015) , among others. As noted by Walo, Bull and Breen (1996) , smaller events can operate within the resource capacity of the community, resulting in low opportunity costs and significant benefits for the commu-nity. As a result of the espoused benefits, communities have started to become aware of the potential that coincides with hosting smaller scale sport events.
In many cases, non-mega sport events have the potential to attract spectators from the local community as well as visitors. For good reason, sport tourism research focuses on factors that attract visitors to sport events. However, the attraction of local residents also matters insofar as sport events can create positive social impact for the host community (Chalip, 2006) . Furthermore, creating events that also appeal to local residents can help provide support for the use of public funding to subsidize events (Rui, Correia, Santos, Ross, & Yoshida 2017) . Thus, event organizers and city officials tasked with the selection of sport events that capture the interest of spectators need to understand elements of an event that all spectators perceive to be valuable.
A significant amount of research has identified motivations behind sport event attendance (James & Ross, 2004; Kim & Trail, 2010) . Typically, these studies have focused on internal and external factors related to entertainment, escape, social interaction, price, and promotions (Trail, Fink, & Anderson, 2003; Trail & James, 2001; Wann, 1995) . However, some scholars have noted that much of the research on spectator motivation has explained little variance in key outcomes such as perceived value (Funk, Filo, Beaton, & Pritchard, 2009; Kim, Trail, & Magnusen, 2013) . Perceived value (i.e., the extent to which people perceive benefits to outweigh the costs of consumption) is important because it has been long been identified as an effective means of generating customer loyalty and delighted customers (Lee, Lee, & Feick, 2001; Oliver, 1999) . Previous research has suggested that highly identified spectators (i.e., the extent to which spectators define themselves by the same attributes the event does) are more likely to see value in an event (Kwon, Trail, & James, 2007) .
However, other potential antecedents and mechanisms that might be related to the perceived value of event attendees have received considerably less attention from sport researchers. Similar to the positive relationships between event/ team identification and perceived value (Kwak & Kang, 2009; Kwon et al., 2007) , the connection to participants may affect the perceived value of an event (Kaplanidou & Gibson, 2012a) . These relationships might, however, be more complex and involve mechanisms and constructs previously unexplored. In particular, we explored the possibility that perceived uniqueness of an event might mediate the relationship between identification and perceived value, as well as between personal affiliation and perceived value. In other words, highly identified spectators, and/or spectators with a strong personal affiliation, may need to perceive the event as being unique in some way in order to be "impressed" or perceive value in attending the event.
Recently, scholars have suggested that perceived uniqueness of event elements may play a crucial role in attracting spec-tators (Yoshida, James & Cronin, 2013) . Components that contribute to event experience include athletic performance (e.g., featured sports, skill level, participant groups), the physical space and atmosphere, ease of accessibility (e.g., venue, geographic location), and opportunities to socialize (Yoshida et al., 2013) . While these elements are generic in nature, their tailored version makes each event unique. There is a limited understanding of the uniqueness of these elements in the context of non-mega sport events and how these elements relate to spectators' identification with an event and their perceptions of value. We explored this idea in the context of a youth sport event, the International Children's Games. Specifically, the purpose of this study is to determine whether perceptions of value were related to a person's sport identity, their connection to an athlete, and how their assessment of an event's uniqueness affects these relationships.
Literature Review Identification with the sport and perceived value of event attendance
At an event, spectators or participants can be distinguished by their relative interest in and personal connection to the sport (Snelgrove, Taks, Chalip, & Green, 2008; Wood, Snelgrove, & Danylchuk, 2010 ) and/or their affiliation to the athletes, particularly in the case of youth sport events (Kaplanidou & Gibson, 2012a) . For example, some people may personally define themselves, in part, by being a fan or participant of a particu-lar activity, organize their lives around the activity, purchase related goods and services, and establish relationships with similar others (Green, 2001; Shipway & Jones, 2007) . Event attendance is one key way for highly identified participants to celebrate this aspect of their identities (Green & Chalip, 1998) . Highly identified individuals are also more likely to have a longer history of being involved with the event or similar events . Therefore, spectators who strongly identity with a sport may be more likely to view the event as valuable as it enables them to express and celebrate their identity.
People who identify with a sport see more value in attending an event if the event is important (e.g., in terms of competition standings), has a challenging adversary, is infrequent and/or is of high quality (e.g., Mullin, Hardy and Sutton, 2014) . In the same vain, it is reasonable to assume that, in the absence of these features (i.e., importance, quality, challenging adversary), people who identify with a sport event may still perceive value in their attendance if the event is perceived as being unique. Although this mediating role of perceived uniqueness has yet to be explored in sport event consumer contexts, there is research in the product-based consumer behavior literature that serves to justify and explain our contention in this regard. Henard and Dacin (2010) , for example, found that consumers who were highly involved with a product required continued innovation from the company to remain loyal and continue to perceive value. The authors explained the mediating role of their "innovation" construct by arguing that heightened perceptions of product innovation via the involvement construct led to heightened levels of excitement toward and loyalty to the firm. Thus, it is reasonable to suspect that perceived uniqueness of an event may play a similar role the context of perceived value of events. Highly identified spectators may need to experience a sense of excitement derived from novel event stimuli in order to perceive value in the experience. By extending the findings of Henard and Dacin (2010) , we argue events that fail to be unique or innovative may quickly lose appeal to highly identified spectators. We explore the construct of unique elements of an event below.
Personal affiliation to athletes and perceived value of event attendance
The positive relationships between event/team identification and perceived value has been well established in the literature (Kwak & Kang, 2009; Kwon et al., 2007) . In the same vain, the personal affiliation of spectators to participants may affect perceived value through feelings of emotional attachment. Particularly, this can be the case for youth sport events, where community and family members related to the athletes experience a range of emotions while watching "their" athletes perform (Kaplanidou & Gibson, 2012a) . This group of spectators may come from the local community if events are held within their home city or they may be visitors spending time in the destination for the duration of the event (Kaplanidou & Gibson, 2012b; Wiersma & Fifer, 2008) . Dorsch, Smith, and McDonough (2009) found that affective states of parent spectators were characterized by pride, enjoyment, and anxiety related to performance outcomes and vicarious attachment. Kaplanidou and Gibson (2012a) examined the impact of attitudes, social norms, and perceptions of event image on traveling parents' intentions to keep attending youth sport events. They suggested that, although parents may have limited options in event choice, they still critically evaluate the experience and form an image of the event, develop attitudes, and have some latitude in future event attendance. Results of Kaplanidou and Gibson's (2012a) study indicated that overall event image was related to attitudes toward the event, social norms, and future intentions.
Research on event image and event experience focuses primarily on service quality to the consumers (e.g., Ko, Zhang, Cattani & Pastore, 2011) , the level of excellence by which the events are organized, destination amenities, and emotional stimulation (e.g., Kaplanidou & Gibson, 2010; Wigfield & Chard, 2018) ; but ignores the role played by unique features of events. Understanding the perceived uniqueness of an event may explain some of the variation in perceptions of the event's worth (i.e., perceived value) as parents seek to differentiate numerous events they attend from each other and fulfill some quest for novelty. As noted in Wigfield and Chard's (2018) analysis of the experiences of parents attending youth hockey tournaments, the perception of value that a parent has of an event is a significant determining factor on intentions to return or attend similarly operated events. Thus, although those related to an athlete may be more likely to see value in a youth event because of a stronger emotional connection than someone not related to an athlete, we predict this relationship may be more likely when perceptions of uniqueness are high.
Uniqueness of Event Elements
A number of elements work together to create the experience of an event. Although consumers often interact with an organization before, during, and after a service experience, this study focuses on event design because it allows for the most detailed comparison between sport events (e.g., Kelley & Turley, 2001) . Various classifications of event elements have emerged in the literature. In a general service context, Pullman and Gross (2004) classified the components of a service encounter to be physical or relational. Thus, they identified the importance of creating opportunities for people to interact with others and an atmosphere that promotes a desired message or theme . However, one limitation of Pullman and Gross's classification scheme is that it lacks an athletic performance component for it to be transferable to a sport event context. Some researchers have distinguished a sport event service encounter in terms of technical aspects (e.g., sport performance), functional aspects (e.g., facilities, event staff), and relational aspects (e.g., fan-tofan, business-to-fan) (Brady & Cronin, 2001; Kelley & Turley, 2001; Shonk & Chelladurai, 2008; Yoshida & James, 2011) . Yoshida et al.'s (2013) research further refines these previous classifications by delineating functional aspects into how the sport offering is delivered and where the facility is located. Specifically, Yoshida et al. (2013) classified event elements in four ways: event offerings, aesthetics of the event, how services are accessed by consumers, and relationships found within the event. However, little is known about how consumers use these elements as points of distinction with other events. For the purpose of this study, event offering, aesthetics, access, and relationships are employed as factors to measure perceived uniqueness.
A sport event offers an opportunity to participate in or watch an athletic performance. These athletic performances can be exhibitions of skill and thrilling (Yoshida et al., 2013) . Spectators watching sport may be impressed by the execution of a particularly difficult play, an athlete's ability to execute a play under pressure or in a key moment, or the sheer dominance of an athlete over the rest of the competition. In each case, the point of comparison for the spectator may be the particular context and related expectations. That is, spectators may still be impressed by a young athlete's per-formance even though it may not be as impressive as an older professional athlete's performance. Conceivably, a spectator may have a deeper appreciation for athletic performances when they possess a fairly good understanding of the sport being played (e.g., knowing how difficult it was to execute a particular play or shot) as compared with a casual or novice fan. Research in the elite sport context has demonstrated that skill and star athletes are one of the motivating factors that drive spectators' interest in watching an event (Mahony, Nakazawa, Funk, James, & Gladden, 2002; Trail, Robinson, Dick, & Gillentine, 2003) . However, much less attention has been paid to spectators' perceptions of non-elite athletes. The second component of the offering is the thrill of the performance that comes from the unpredictability of sport and the drama of the moment (Yoshida et al., 2013) . The thrill of an event can be influenced by a promotion of the athletic performance (e.g., star players, rivalries) or attempting to create a balanced competition so that the outcome of the competition is uncertain until the end (Yoshida & James, 2010; Yoshida et al., 2013) .
In addition to the physical performance of the athletes, spectators can also experience and be excited by the physical space around them. The beauty of nearby mountains at a road race, the history and tradition of Boston's Fenway Park, or modern aesthetics of a new football stadium all have characteristics that appeal to consumers' senses and potentially make them unique from other settings. Aesthetically appealing settings contain elements that are visually pleasing to consumers (Yoshida et al., 2013) . For some consumers, they may be motivated in part to attend an event because of the unique geographical location of the event . In addition to the geographical location of an event or venue, consumers' perceptions about the event can be influenced by facility cleanliness, layout, colors, and electronic displays (Wakefield & Blodget, 1996) . Importantly, consumers are also positively influenced by consistent theming throughout the event area that delivers a message about the event and creates excitement (Berry, Shankar, Parish, Cadwallader, & Dotzel, 2006; Berridge, 2012; Pullman & Gross, 2004) . Although event organizers cannot directly control the outcome of the sport performance, they can influence spectator perceptions based on aesthetics. Consequently, Yoshida and James (2010) emphasized the importance of promoting event atmosphere in combination with the core product (e.g., athlete performance, rivalries, history of teams or competitors).
Not only are aesthetics and related theming an important element of the consumer experience, so is how consumers access the location or service. The sport event experience can be delivered to a consumer in many ways, such as physical attendance at the event, consumption via traditional media (e.g., television, radio), or consumption via social media (e.g., twitter) (Berry et al., 2006) . With respect to physically attend-ing the event, a consumer encounters a number of elements on the way to a venue, such as how to travel to the event, parking availability, and the possibility of traffic congestion (Kruger & Saayman, 2012) . For some consumers, perceived accessibility of a venue, before or after an event, is a factor in whether they will attend an event (Pritchard, Funk, & Alexandris, 2009 ). The manner in which access to a service is conceptualized can vary depending on context and dependence on service employees or self-service technology (Yoshida et al., 2013) . As highlighted in a study of marathon runners' experiences, Kruger and Saayman (2012) found that positive impressions about access to the venue was a factor in participants' positive memories of the event. Thus, event organizers are encouraged to create unique ways of accessing venues in order to enhance the consumer experience (Yoshida et al., 2013) .
Once a spectator is at an event, relational experiences are also an important part of the event experience for many consumers (Nordvall, Pettersson, Svensson, & Brown, 2014) . This element focuses on spectators' feelings of oneness or connection with others in the setting (Pullman & Gross, 2004) . Relationships can occur between the consumer and service provider, and between consumers. Consumer to service provider relationships are typically created through past consumption (Pullman & Gross, 2004) and may be facilitated by loyalty programs (Yoshida et al., 2013) . Consumer to consumer bonds can be cre-ated as the event unfolds, as consumers feel connected to others. A significant amount of research has demonstrated the existence of consumer-to-consumer relationships in brand communities (Mc-Alexander, Schouten, & Koenig, 2002; Muniz & O'Guinn, 2001) and at events (Green, 2001; Green & Chalip, 1998; Hassay & Peloza, 2009; Nordvall et al., 2014; Shipway & Jones, 2007; Yoshida et al., 2013) . Given the importance of consumer-to-consumer relationships at events, researchers have advocated for the purposeful design of events in a way that allows for and encourages interactions (Green, 2001; Nordvall et al., 2014) .
In the context of one-time sport events that are hosted by different cities or countries annually, many consumers will likely have very little past experience with the event and particularly the local event organizing committee, making the consumer to service provider relationship less significant. Although research has identified the existence and importance of spectator communities at events to the overall consumer experience, little is known about how important relationships are to the way consumers place value on non-mega sport events. Zeithamal (1988) suggested that perceived value is a "consumer's overall assessment of the utility of a product (or service) based on perceptions of what is received and what is given" (p. 14). Thus, an individual would weigh the cost versus the perceived benefit in a specific business transaction to determine the perceived value of the referent product. In particular, this study focuses on understanding the elements of a youth sport event that make them unique and valuable to spectators. Perceived value has been conceptualized as a multi-dimensional construct. Specifically, Sweeney and Soutar (2001) conceptualized value as having four components: price value (i.e., utility derived in light of the costs of product), performance quality (i.e., perceived quality of performance of product), emotional value (i.e., the feelings a product generates), and social value (i.e., an enhancement of social image through consumption of the product).
Perceived Value
As noted, the four event elements discussed have been shown to play a role in shaping positive event experiences for attendees (Shonk & Chelladurai, 2008; Wakefield & Blodget, 1996) . To date, limited research on sport events has considered relationship between perceived uniqueness and perceptions of value (Yoshida & James, 2010) . As the number of sport events continue to grow in many communities, it is becoming increasingly important for organizers to improve perceptions of value among spectators to remain competitive and build loyal relationships. At the outset, event organizers have little influence on spectators' identification or emotional connection with the sport, but they can create unique and innovative event concepts, thereby increasing the perceived value and attracting more spectators. Our study attempts to demonstrate the important role in cre-ating these unique and innovative event concepts play in perceptions of value, which in turn may strengthen spectators' identification and/or emotional feelings in connection with the sport.
Event Context
The event under investigation is the International Children's Games (ICG) held in Windsor, Ontario, Canada in the summer of 2013. The ICG is a multisport event that is sanctioned by the International Olympic Committee for youth aged 12 to 15 years old. The event takes place annually, and the host community determines the sport competitions that are contested. Communities from around the world bid to host the games, and, to date, over 35,000 athletes have been involved in the games from 370 towns and 85 countries (ICG, n.d.). The 2013 ICGs involved eight sports: baseball, basketball, gymnastics, soccer, swimming, tennis, track and field, and volleyball. The 1,640 athletes represented 84 cities across 23 countries.
The ICG is a unique event in many different ways. It was the first event of this size and international rigor hosted in the city. The event acted as a springboard to build a new $78 million aquatic complex (City of Windsor, 2011, June 13), and received a high level of local media attention. Some locals observed as though it felt as if the Olympic Games were coming town (Pearson, 2013, August 16) . The event required 1,200 volunteers and 250 local team ambassadors who spoke 25 different languages. The local newspaper reported that it attracted close to 4,000 tourists into Windsor-Essex County (Windsor Star, 2013) . The eight sports were each organized in a different venue within Windsor-Essex County. Spectators could watch the competitions for free.
Unlike most international events, athletes did not necessarily have to qualify to participate in the event as the cities select the teams they send to this event based on their own selection criteria. While the ICG is a competitive, international event, this implies that, the level is not necessarily high performance. The host community had a participating team in each sport, comprised of athletes from local clubs, thereby enhancing interest from people in the community (e.g., other club members, parents, and friends) to come and watch the events. Table 1 highlights the unique features of this event, as well as the characteristics that may affect perceived value.
Thus, given the context of the event under investigation, sport identity and personal affiliation of spectators may strongly vary. Some spectators may identify with a particular sport, others with a participant, yet other residents may attend merely because of the fact that the opportunity presents itself in the community. Those with higher levels of identification with the sport, or a stronger personal affiliation may be more likely to see value in the event; we predict, however, that perceptions of uniqueness may affect this relationship. By way of summary, the model to be tested in this study appears in Figure 1 . Geographic location Host city is a medium sized city; bordering a major US city. This, together with the that it is in Canada may make it an attractive destination for international visitors. Appealing venues Swimming was organized in a new, state of the art Aquatic Centre, specifically built for this event. The other seven sports were organized in different existing community venues. Facility features The new Aquatic Centre generated a "wow" effect; all other venues were common sport facilities, with the necessary amenities. Theming Theming included the international dimension of the event (i.e., reaching out to the ethnically diverse community); flag posts in and around the city, and an area featuring ICG social events in a down town core plaza.
Accessibility of Venues
Transportation All venues were easily accessible Parking There were no parking issues Traffic congestion The event did not generate particular traffic congestion Relational Experiences
Consumer to consumer interactions
The international character of the event offered interesting opportunities for mingling; the ethnically diverse community was actively approached to get involved with the event.
Perceived Value Price Value
Except for the opening and closing ceremonies, there was no admission fee to watch the events Performance Value Youth sport event, not necessarily of high quality, but competing internationally Emotional Value
The international character and the community spirit may affect the emotional value Social Value
The international character and the community spirit may affect the social value
Method Data Collection
Teams of researchers were stationed in high traffic areas within seven of the eight events venues. Tennis was excluded because there was no good area for spectators to watch the event. Researchers approached as many participants as possible and asked spectators if they would be interested in completing a survey. Interested spectators were provided a paper copy of the survey, a pencil, and an envelope with instructions to return the survey to a research booth in exchange for a small gift (i.e., logoed Frisbee). A total of 1050 questionnaires were distributed. The researchers' institutional ethics review board approved all data collection procedures.
Survey Measures
The survey was part of a larger study and included a total of 73 items. This study utilized 36 items. Sport identity was measured using three items adapted from Shamir's (1992) measure of self-identity. This measure has been used in previous sport event research and shown to have good internal consistency and discriminant validity (Green, 2001; Snelgrove et al., 2008; Wood et al., 2010) . For example, one item was "Being a sports fan is an important reflection of who I am." All items were measured on a scale from 1 to 7 (1 = Strongly Disagree and 7 = Strongly Agree). Personal affiliation to an athlete (i.e., family or friend) was dummy coded as 1 = yes, 0 = no. This variable was created for this study. Perceived uniqueness was measured using an adapted version of Yoshida et al.'s (2013) scale to be appropriate for the context under study, and included items were event offering, aesthetics, access, and relationships. Yoshida's study established validity and reliability through a two-stage scale development process and relied on confirmatory factor analysis as an analytical tool. Reliability and validity were established in their study.
Figure 1

Hypothesized model
The four measures of perceived value were measured by adapting Sweeney and Soutar's (2001) perceived value scale (labelled PERVAL) to a sport event context. This scale operationalizes perceived value using the dimensions of price value, performance quality, emotional value, and reputational value. For example, price value was measured with three items such as "The event is a good bargain". Performance quality was measured with three items such as, "The event is of an acceptable quality." Emotional value was measured with three items such as "Attending the event makes me feel good." Three items captured reputational or social value, such as "The event is well respected." Demographic characteristics were also collected such as age, gender, residence (local vs non-local), and disposable household income ("making ends meet" on a 5-point Likert scale, from 1= very difficult to 5=very easy).
Data Analysis
Data were first checked for normality in SPSS and no issues were found. Next, a confirmatory factor analysis (CFA) using AMOS was conducted to verify the factor structure of the measured variables. Convergent validity was assessed by comparing the average variances extracted to a cut-off point of 0.50. Each of these AVE figures were then compared to the squared correlations of the respective factors to ensure discriminant validity was achieved (Fornell & Larcker, 1981) . Structural equation modeling was employed to assess the suitability of the hypothesized model using commonly used fit indices (Hair, Black, Banin, & Anderson, 2018) , including a test for mediation through a bootstrapping procedure in AMOS (1,000 bootstrapped samples).
Figure 2
Final model
Results
Study Participants
In total, useable data were collected from 714 spectators out of a total of 1050 distributed during all event days (i.e., usable return rate of 68%). Study participants ranged in age from 16-80 years, with an average age of 46 years old. Of the respondents, 60.1% of the total sample identified as female, and 73.1% were local residents. On average, the participants identified that making ends meet with their current total disposable household income was "rather easy." A total of 399 respondents (55.9%) reported a personal affiliation to an athlete (e.g., parent, sibling, friend).
Measurement Model
The results of the confirmatory factor analysis for all constructs appear in Table 2 and indicate that all items loaded on their expected constructs. Convergent validity was established as the average variances extracted for each construct was above 0.50, meaning more error is in the item than the latent construct (Hair et al., 2018) . Additionally, composite reliability measures were all acceptable as they ranged from .808-.943, and greater than a minimum threshold of .700 (Hair et al., 2018) . Last, discriminant validity was determined through a comparison of the squared correlations between constructs and the AVE value for each construct. Inspection of Table 3 indicates that all AVE values were greater than the squared correlations, a requirement for the establishment of discriminant validity (Fornell & Larcker, 1981; Hair et al., 2018) . Descriptive statistics for each construct also appear in Table 3 . Study participants showed relatively high levels of identification (M=5.56, SD=1.41), perception of uniqueness (M=5.57, SD=1.02) and value (M=5.28, SD=0.77) of the event.
Structural Model
Next, the model was assessed for goodness of fit. Overall, the fit indices suggested the model had a good fit to the data (χ2/df =2.16; CFI = .982; NFI = .968; RMSEA = .047). However, not all paths in the model were significant. The significant paths were identity to perceived uniqueness, as well as perceived uniqueness to perceived value. All other paths were insignificant. More specifically, personal affiliation to an athlete was not related to perceived uniqueness or perceived value. Additionally, identity did not have a direct effect on perceived value. An inspection of the indirect effects produced through a bootstrapping procedure indicated the effect of identity on perceived value was mediated by perceived uniqueness. Thus, an indirect only effect was observed (Zhao, Lynch, & Chen, 2010) . Furthermore, a moderate to fairly high amount of variance was explained in perceived uniqueness (21%) and perceived value (41%) by the predictor variables (see Tables 4 and 5 ).
Discussion
The purpose of this study was to determine whether perceptions of value The athletes at this event have novel skills that are different from the skills of athletes at other events .63
The ease of facility accessibility at this event is unique compared to other events .76
The unique theme of the event creates a distinctive atmosphere that is unconventional were related to a person's sport identity, their connection to an athlete, and their assessment of an event's uniqueness. Results provided support for an indirect only mediated model (Zhao et al., 2010) , such that spectators who highly identified with being a sports fan perceived the event as being valuable when they also viewed the event as unique. Having a personal affiliation to an athlete was not related to perceptions of uniqueness or value. These results suggest that although highly identified sports fans view attendance as a way of celebrating their sport identities (Green, 2001; Green & Chalip, 1998; Snelgrove et al., 2008) , they may need to view the event as being unique in order to see value in the event. This finding is consistent with previous consumer behavior research, particularly in the context of retail products. For example, Wu, Lu, Wu, and Fu (2012) found that perceived uniqueness of a handbag (i.e., the extent to which consumers viewed the product as different from other products) influenced purchase intention indirectly, through perceived value of the product. Similarly, Knight and Kim (2007) found that Japanese consumers need for uniqueness was positively related to perceived emotional value of a US apparel brand (i.e., their affective responses to the brand such as the "brand makes me feel good"). Emotional value, in turn, was positively related to purchase intention. While the personal affiliation of spectators with performing athletes may enhance emotional attachment to the event, it did not affect the perceived uniqueness or value of the event. To reiterate, "personal affiliation" is representative of family and friends and not just someone's favorite athlete. Conversely, social connectedness among spectators is an event element upon which events can be distinguished and is a part of the uniqueness construct. Thus, the emotional attachment associated with "their" athlete performing is unique in and of itself, suggesting this emotion may be processed differently from assessments of event uniqueness or event value. However, a limitation of the measurement of personal affiliation in this study was its dichotomous nature. Future research may consider the personal affiliation as being measureable on a continuum of subjective experience rather than an objective state.
Future research should also compare different types of events in terms of how they generate different perceptions of uniqueness and value. Nevertheless, the relative high average for perceived uniqueness of the event demonstrates that an event like the International Children's Games is out of the ordinary and distinct from other types of sport events. Our results confirm that high perception of uniqueness increases the perceived value of the event, thereby creating the opportunity to attract more people to come and watch the event (Yoshida et al., 2013) .
Event organizers and city officials responsible for selecting and organizing sport events with a spectator focus can draw some practical implications from this study. There are several ways in which event organizers can influence unique features of an event, thereby enhancing perceived event value, and potentially attract more spectators (Yoshida et al., 2013) . First, they can create opportunities to strengthen team identification, through organizing social event related events (e.g., Green, 2001) , thereby also creating opportunities for camaraderie, liminal experiences and communitas (Chalip, 2006) . A focus on enhancing the sense of community among spectators is beneficial. Events can be purposefully designed to enhance this communal effect, such as the creation of social activities, a promoted spirit of friendship, theming for the overall event and particular sub-groups, and the flow of the physical setting in a way that allows for interaction (Nordvall et al., 2014) . Importantly, though, social opportunities may need be perceived as novel in some way. Creating such opportunities will allow highly identified sports fans to celebrate their sport identities (e.g., Green, 2001) , which will increase their perceptions of the event's value.
Second, event organizers need to pay considerable attention to the design and selection of events that have aesthetic appeal, including a unique theming. For example, in the context of this study the ICG was able to leverage the international theme of the event to create excitement and attract members from Windsor's ethnically diverse community to support athletes from various countries. This in turn, provides opportunities to create new or strengthen existing relationships (Shipway & Jones, 2007) . Deliberate theming, as was done for ICG, enhances the effect of the aesthetic element of the event throughout the city (Chalip & McGuirty, 2004) . It is important that this type of theming occurs prior to the event to generate excitement from local residents, as well as during the event when visitors and local residents are traveling throughout the city .
Third, events should be selected in concert with an availability of facilities that have an appealing aesthetic quality like for example capitalizing on the state of the art Aquatic Center in the context of the ICG. The venue itself attracted many curious local residents to the event. A city's ability to make their best facilities available to event organizers is important , but event organizers should also promote appealing (features of) venues in addition to the event itself, if the opportunity presents itself.
The limitations associated with this study should be acknowledged and considered when conducting future research on this topic. Although this study was built upon previous research on events, the inclusion of event elements was not exhaustive. Thus, future work should measure other event elements and assess their relationship with perceived value. For example, factors such as excitement or perceived social impact (positive and negative) could be considered. Data were collected at a relatively large youth sport event, thus, caution should be exercised in extrapolating the implications to smaller scale youth events without future research. Last, the data were collected in one particular city, making it unclear if local residents in other cities would respond to these events in a similar way. However, this limitation is partially reduced by the inclusion of visitors in the sample.
Conclusion
This study reinforces the idea that purposefully selecting and designing unique events and promoting the unique attributes of the event will increase its appeal to spectators who highly identify with the sport.
